


THIS IS HOW WE
USE INTEGRATED 
MARKETING CAMPAIGN 
EVENTS IN THE 
CLASSROOM



INTEGRATED 
MARKETING CAMPAIGN



INTEGRATED MARKETING 
CAMPAIGN EVENTS
• Integrated Marketing Campaign—Event

• Integrated Marketing Campaign—Product

• Integrated Marketing Campaign—Service
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WRITTEN ENTRY
• EXECUTIVE SUMMARY

One-page description of the campaign which should be no more than 45 days 
in length

• DESCRIPTION OF THE PRODUCT, SERVICE OR EVENT

• CAMPAIGN OBJECTIVES

• CAMPAIGN TARGET MARKET

• CAMPAIGN ACTIVITIES AND SCHEDULE 
Include creative samples of marketing pieces suggested

• BUDGET 
Detailed projections of actual cost

• KEY METRICS 

• BIBLIOGRAPHY
A bibliography is required. Include a list of the sources of information used in 
the written document.

• APPENDIX
An appendix is optional. Include in an appendix any exhibits appropriate to 
the written entry but not important enough to include in the body. 



INTEGRATED MARKETING CAMPAIGN

Combines the medium 
and multiple stages in 
a promotional 
campaign to ensure 
that the marketing 
message is 
consistently received 
by the greatest 
possible number of 
people in the target 
market.
—Savy Agency





7 WAYS TO CREATE 
A SUCCESSFUL 
INTEGRATED 
MARKETING 
CAMPAIGN



HAVE A CLEAR 
UNDERSTANDING OF 
YOUR TARGET 
AUDIENCE.



STATEGICALLY PICK 
YOUR CHANNELS.



HAVE A CONSISTENT 
LOOK/BRAND.



CREATE CLEAR, 
CONSISTENT CONTENT 
THAT CAN BE EASILY 
ADAPTED OR 
REPURPOSED TO SUIT 
DIFFERENT MEDIA OR 
CHANNELS.



ENSURE THAT YOUR 
MESSAGING IS 
INTEGRATED.



MAKE SURE THAT YOUR 
MARKETING 
TEAMS/AGENCIES ARE 
WORKING IN SYNC.



DON’T FORGET TO 
TRACK YOUR 
CAMPAIGNS.



RESOURCE 
GUIDE



CAMPAIGN KICK-OFF



• Plan project.

• Identify resources 
needed for project.

• Explain the use of 
advertising agencies.

• Foster client-agency 
relationship.

PERFORMANCE 
INDICATORS



RESEARCH



• Gather brand 
information.

• Explain the nature of 
marketing research.

• Describe methods used 
to design marketing 
research studies.

• Describe data-collection 
methods.

PERFORMANCE 
INDICATORS



CAMPAIGN OBJECTIVES



• Compare business 
objectives with the 
expected use of the 
marketing-research 
outcomes.

PERFORMANCE 
INDICATORS



AIDA



AIDA



CAMPAIGN 
TARGET MARKET



• Explain the concept of 
market and market 
identification.
• Identify ways to 

segment markets for 
marketing 
communications. 
• Describe the nature of 

target marketing in 
marketing 
communications.

PERFORMANCE 
INDICATORS



CUSTOMER PROFILES



CUSTOMER PROFILES

[Insert PERSONA PHOTO]

[INSERT PERSONA NAME]

BACKGROUND:

DEMOGRAPHICS:

PSYCHOGRAPHICS:

LOYALTY:

PREFERRED 
COMMUNICATIONS:



CAMPAIGN ACTIVITIES 
AND SCHEDULE



• Discuss the use of 
marketing/creative briefs.

• Employ communication 
styles appropriate to 
target audience.

• Understand promotional 
channels used to 
communicate with 
targeted audiences.

• Identify the elements of 
the promotional mix.

PERFORMANCE 
INDICATORS



ACTIVITIES



SCHEDULE OF ACTIVITIES



BUDGET



• Describe the nature of 
budgets.

• Determine advertising 
reach of media.

• Choose appropriate 
media outlets.

• Calculate media costs.

PERFORMANCE 
INDICATORS



KEY METRICS



• Describe the need for 
marketing data.

• Identify data monitored for 
marketing decision making.

• Track performance of 
promotional activities.

• Monitor/measure customer 
“buzz.”

• Track trends.

• Analyze customer behavior.

PERFORMANCE 
INDICATORS



PERFORMANCE INDICATORS

• Data mine clickstream data using web analytics 
for marketing information.

• Monitor and mine sales data.

• Identify transactional data through electronic 
means.



EXECUTIVE SUMMARY



• Write executive 
summaries.

PERFORMANCE 
INDICATORS



PRESENTATION



• Make client 
presentations 
(includes strategies 
and research 
findings).

PERFORMANCE 
INDICATORS



EVALUATION



• Edit and revise written 
work consistent with 
professional 
standards.

PERFORMANCE 
INDICATORS




